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[bookmark: _Toc37831479]CHAPTER ONE: INTRODUCTION
[bookmark: _Toc37831480]1.1 Introduction of the study
Social Media has managed to embed itself in our everyday life. It has long ceased to just being an entertainment platform, but part and parcel of everything we do and engage in. Whether one considers farming, politics, business, education, marketing, entertainment, they think social media. Today, as soon as one buys a smartphone, the almost immediate thing they will do is log into their social media accounts. There is a huge need for people wanting to interact with and staying connected.  Many at times people just browse to keep in touch with what is trending and what is new in the market according to (Mehraj, H. K., Bhat, A. N., & Mehraj, H. R. 2014). In the society, the percentage of people creating content is lower than the people just interacting and browsing. It is through social media that the world has been brought close to a global village- globalization. Globalization has three aspects to it, communication, transport, and global culture. Social media has worked to enhance the three aspects by a great deal. Despite that Social media’s downsides, it is very hard for social media to be wished aside. The pros outweigh the cons by a far margin where in any case, the cons could be avoided through proper strategizing.  
People have built lasting relationships through social media platforms- both social and business relationships. These business relationships are mostly long term all credit to relationship marketing. Through the need for people to stay connected, business people got an opportunity to do business because there is a ready market for their products. For one to be connected to social media, they need only internet therefore entertainment is affordable. For the customers to be, shopping has been made easy through social media, it is easy and convenient to find the best option of a product, right color, right size, and the best prices just by the touch of a button and swiping. On the contrary, the physical moving of people to find the best fit for goods and services is exhausting, and sometimes dangerous. It is in social media where people throng there depending on their needs; seller selling and potential buyers searching. Sometimes people do not even know what they need until they see it. Social media provides that opportunity for the sellers to showcase their products, people to connect and relate and if, in agreement, they could end up in a business or social relationship. Different social media marketing strategies have been used to woe customers and drive sales. However, the most efficient strategy is used to sell products and cause a repeat in the sale. This type of marketing is known as relationship marketing. The seller sells a product to a customer to satisfy a customer and therefore retain the customer. Technology advancement has caused new upcoming ways and strategies for the management of customer relationships as the internet and social media platforms continue to grow and evolve. 
[bookmark: _Toc37831481]1.2 Background of the study 
Social media has been defined as websites and applications that are designed to allow people to share content quickly, efficiently and in real-time, (Perrin, A. 2015). Popular social media platforms that are actively used by the majority of the people on the platform include YouTube, Facebook, Instagram, Pinterest, Snap chat, Twitter, and Linkedin. As the day dawns, more social media platforms get created for specific purposes. They include; Tik-Tok, for short funny video and Tinder; for people seeking dates and close friends. To many people, social media has helped in many ways such as the cutting costs of life such as traveling and the costs of other entertainment options. The social media has been beneficial in the creation of contact and the establishment of new relationship marketing. 
Relationship marketing is created and nurtured where both seller and the buyer have an interest in having a more than buying and selling relationship and want a more satisfying exchange. The seller offers provides a more personalized service through the purchase to create stronger ties. (Sheth, J. 2017), the research done on relationship marketing, the cost of maintaining an older customer is lower than the cost of getting a new customer. The reason for using relationship marketing is the very maintenance of the customers which ensures the continued need for the product. However, the downside of the relationship marketing happens when a business spends too much time in the maintenance of the existing customers and forgets that long-term customers are developed from new customers, hence the need to find new customers. 
[bookmark: _Toc37831482]1.3 Statement of the problem
For social media to exist there must be a community of people. It is in human nature to want to associate with other humans hence the phrase, ‘no human is an island’. Even before the era of communications technology, humans still created events to socialize with each other. The events differed from one community to another. The human race has so many communities that have different cultures, (Perrin, A. 2015). Therefore, with the eruption of globalization, there has been extended human interactions and social media couldn’t have come at a better time. Through globalization and colonization, there has been a compromise on the cultures of individual communities. There has been a merge, adoption, and neglect of culture by communities through social change to create a global culture. Languages from other communities were learned by others. All this has contributed to an eased up way for social media and in turn relationship marketing.
In the society, social media has been the key to bringing people across the globe together and strengthening the relations, (Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. 2016). Social media platforms have increased human interactions to a large extent. People have lived off of social media by doing business to pay their bills. Many people depend on YouTube to pay their bills through the creation of content and sharing it as Vlogs in their channels. It is through social media that people generate leads and create traffic in their accounts and therefore more followers. Many followers mean that one has the attention of the people and can persuade people who like your product or service into buying. It is in this buying that that one can convince the customer to become a repeat customer through relationship marketing. According to (Mehraj, H. et al 2014), social media impacts the society that we live in in the myriads of ways both positively and negatively. As much as people do not realize, people spend too much unregulated time on the social media platforms since it is very addictive. Society needs to understand that there is time for everything. Social media is good but when it is overdone, it can ruin a person. One of the advantages of social media to the business community is the traffic people generate when they log into their accounts to view updates. Social media can impact the business society positively as they can be able to build their brands, drive traffic to their websites, acquire large audiences which can turn to sales, it can help them evaluate performances through the feedback, and build a direct connection with people. Therefore, a need to stay social media activity since it is the new trend in business. 
The research seeks to evaluate the relationship between the social media platforms and the relationship marketing and the effect it has on the society. The society is also known as the public or a community. The objective of the paper is to find how and to what extent social media and relationship marketing affects the society.
[bookmark: _Toc37831483]1.4 Research questions
· How do social media affect relationship marketing?
· How does social media impact society through Commerce?
· How are relationships in the society affected by social media?
· How is education facilitated by social media to enhance relationship marketing?
· How do social media influence communication in society?
[bookmark: _Toc37831484]1.5 Objectives of the study
· To understand the association between social media and relationship marketing
· To explain the impact of social media on society through commerce
· To be able to understand how social media affects the relationships in the society
· To understand how education is impacted by social media to enhance the relationship market? 
· To understand how communication in the society is influenced in the society
[bookmark: _Toc37831485]1.6 Significance of the study
Studying the impact of social media and relationship marketing in society is very important to the society itself, business strategists, and sociologists. It seeks to inform, educate, update the outdated information, and even warn on the downsides of social media. Social media impacts the society both positively and negatively. As has been discussed before, social media has revolutionized the way of life in politics, business, culture, education, privacy, productivity, work-life, and even socialization. The media has affected society in a negative diverse way. People give too much importance to virtual interaction and ignore the real meetings. (Mehraj, H. et al 2014), it has ‘killed’ real activism and encouraged ‘slacktivism’; this happens where the people push their ideas and support a course merely by liking a button and commenting rather than going out and looking for that change. Social media has also caused the cyberbullying and online harassment. 
In this paper section, we will focus on the significances of the impact of social media on business in society. The business fraternity has had to undergo revolution and changes in strategies to align themselves with the changing patterns and trends. The society was moving into social media and this means that business has to find its feet immediately and jump into the bus with the people. This is to ensure that they stay relevant, effective, and in business. Initially, there was a transactional marketing strategy where they were concerned with driving sales, and getting single transactions. (Sheth, J. 2017), a new more efficient strategy of relationship marketing was created where the business seeks to build customer relationships and retain that customer. This was considered more economical and efficient. 
This research topic is very significant as it will be able to open eyes for businesses that had not realized the impact that social media have on everything. The negative effects of social media affect businesses too. As social media, is supposedly supposed to drive traffic into the company’s website, it can lead to product disapproval and therefore destroying the brand image. This can cost a business everything. A business has to do proper research, business planning, and branding before jumping into social media. One mistake can take down a business in a blink of an eye. 
[bookmark: _Toc37831486]1.7 Scope of the study
The study of social media has a very wide spectrum. This research seeks to focus on the impact of social media and relationship marketing. Since the two are closely related, we will focus on social media and how it affects the relationship marketing. The study will define social media, relationship marketing, the relationship between the two and the impact that it has on society. The research will use online questionnaires to find answers therefore it will not be limited by geographical location since it will be online. 
[bookmark: _Toc37831487]1.8 Operational Definition
Social Media has bolstered relationship marketing. Relationship marketing focuses on a more meaningful relationship with the customer, suppliers and the organization, (Sheth, J. 2017). The majority of the people and the market for products are in the community which has embraced social media like a duck to water. The organization is pressured to be visible in the social media as that is where the market spends most of their time. The following terms are used to measure the impact of social media and relationship marketing in society. Each dependent variable has its yardstick to measure how social media has impacted the society.
[bookmark: _Toc37831488]1.8.1 Demand
Demand is economically defined as the customers desire to make a purchase and willingness pay a price for it. Social media drives demand for a product. Since there are a lot of people in social media, there is a high chance that there is someone who will find the product and want it, (Achen, R. M. 2017). The media impacts society in such that the people searching for a certain specific product will be able to locate it at a lower cost. The higher the demand by the societal members from social media, determines the impact of social media on society and vice versa.
[bookmark: _Toc37831489]1.8.2       Retention of customers
Social media promotes direct interaction between business people and the social media users in the society. These users eventually become customers due to human needs and wants. The extent to which these new customers can be attracted and retained will determine the impact of social media and relationship marketing in the society. 
[bookmark: _Toc37831490]1.8.3 Feedback
This is a response to the information shared by a person or an organization through social media. Feedback could be negative or positive. The feedback they receive will determine the impact that a person or an organization has had on the society through the social media.
[bookmark: _Toc37831491]1.8.4 Insights
Social media can give people insight through education, and training and development. When new skills are acquired, the society becomes better as there will be self-employment, employment, and new products in the market. This, in the long run, reduces crime and increases the number of dependable people. Insights can be used to measure the impact of social media.
[bookmark: _Toc37831492]1.8.5 Communication
Communication is the main reason for the development of the social media platform. Communication is the act of imparting or exchange of information by speaking, writing, or using some other medium. It is a measurement for the impact of social media and relationship marketing on the society. When there are timely conversations, and responses social media impacts the society positively and vice versa. 
[bookmark: _Toc37831493]1.9     Organisation of the thesis
A thesis is organized into five solid chapters. This particular thesis runs from Chapter One, the introduction, chapter two, literature review, chapter three, research methodologies, chapter 4, the findings and discussion and chapter five, the summary. 
The introduction of our thesis introduces the topic to the readers as it brings into perspective what social Media and relationship marketing is. The chapter has a background of the study as a subtopic to explain the background of the study topic. It explains the statement of the problem; what we know, what we need to know, why we need to know about the problem and the hypothesis of your expected results. The chapter presents the research questions of the study and the objectives of the study. The research questions are guided by the variables of the topic. The justification or the significance of the study describes the reason why you need to do the research.   The chapter presents the scope of the study which covers everything that the research project will cover. The operational definition is a description of how one would measure the research topic. They are the description of the variables. Limitation of the study closes the chapter.
Chapter two describes the literature review of the topic. It puts the topic into contextualization. It describes what other people say about the topic. It is comprised of theories surrounding the topic of research. The chapter tries to explain, the evolvement of social media, the differences between relationship marketing and other types of marketing, and the elements of the social media. In the conclusion of the chapter, the researcher creates a conceptual framework he used in the hypothesis of the study. 
Chapter three explains the research methodology of the study. In this chapter, the procedures, used to identify, select, collect, process and analyze a research topic are discussed. It describes the type of research, the instruments used to collect data, the data handling, and the sampling techniques used. The research on the impact of social media and relationship marketing in the society is a qualitative research where questionnaires can be used as an instrument to collect the data. 
Chapter four is the presentation of results and the discussion found after collection and analysis of data. Tables, figures, and graphs are used to present the information obtained and to explain what happened in the experiments. 
Chapter five is the summary of the research which explains what the whole research is about. It describes the research to the readers and captures the need for researching as a whole. It brings out the recommendation of the topic to the parties involved.







[bookmark: _Toc37831494]1.10: Conceptual Framework

· Communications
· Information Sharing
· Feedback
· Direct interaction



· Commerce
· Business Brand Building
· Demand
· Feedback
· Business Credibility


· Education
· Training and development
· New skills
· Information sharing

· 
· Relationship
·  Social Relationship
· Seller buyer relationship
· Customer Retention
· Direct interaction


· Social Media 
· Relationship marketing
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